Introduction
Digital transformation can be comprehended as a continuous process of climbing the scale of digital maturity by employing digital and other technologies along with organizational practices to create a digital culture. Ultimately, this maturity will enable the company to provide better services, gain competitive advantage, and effectively respond to actions in a complex environment. Companies that successfully employ digital transformation enjoy better returns on their assets and are generally more profitable (Westerman et al., 2012) .
In response to the promise of these positive business outcomes, digital transformation and digitization have become common "buzzwords" in both the business world and the academic community. Studies on digital transformation date back as far as a dozen years ago (Kohli & Johnson, 2011; Zhu et al., 2006) , but have only recently aroused greater scientific interest (Bosilj Vuk i et al., 2018) . Digital transformation has been mostly investigated by prominent research centres in collaboration with professional experts from consulting companies (e.g., Gill & Van Boskirk, 2016; Kane et al., 2015; Westerman et al., 2011) , whereas academic researchers are somewhat lagging behind. From the practitioners' point of view, there is a struggle in finding effective ways of conducting digital transformation (Lucas et al., 2013; World Economic Forum, 2018) . Moreover, academic achievements offer little help given that digital transformation is an emerging field and the body of literature still provides limited value in terms of representative case study examples that practitioners can actually benefit from (Bosilj Vuk i et al., 2018; Henriette et al., 2015) .
Due to its unique features and accessibility, the focus of implementing digital technology is no longer just to improve internal operations, but to expand internal dimensions, reach customers and external partners, affect services, integrate processes, disrupt markets, and fundamentally change industries. It is no surprise that the notion of digital transformation has garnered much research interest, especially from the practitioners' point of view, but academic achievements are somehow lagging behind, possibly because frameworks for digital transformation are still evolving. In this article, we tried to address that gap by conducting holistic research of digital transformation in companies. We used a series of in-depth interviews to inform comprehensive case studies of three companies from different industries that are in different stages of digital transformation. We carefully investigated the companies' experiences in the process of digital transformation, which are discussed here to provide valid theoretical framing. We conclude that, in addition to technology adoption, important factors for successful digital transformation are the ability of an organization to change and operational excellence in the integration of external digital services with internal IT support. In that light, we summarize our findings in a form of discovered (sub)dimensions that are the basis for the proposed digital transformation framing, while the narratives and case experiences provide with examples of best practice.
The consumer society is so all-pervasive today that it is easy to assume it has always existed. Yet, in reality, 
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Hence, there are opportunities for further scientific research that will yield both practical implications and better scholarly understanding of digital transformation. Our research aims to contribute to the field of digital transformation topic addressing the identified research gap. Therefore, in order to shed some light on the digital transformation concept, our study aims to achieve the following research objectives:
1. To conduct a holistic and comprehensive investigation of all aspects of digital transformation.
2. To propose empirically grounded directions for developing a framework for digital transformation and its business implementation.
This article is structured as follows. After the introduction, we briefly describe our methodology. Next, we present our findings by systematically describing our case companies' experiences in the digital transformation process, and we present the digital transformation sub-dimensions we identified through the analysis. The discussion that follows emphasizes recommendations and lessons that can be learned from the experience of the studied companies. Finally, we offer concluding remarks and identify future research directions.
Methodology
We adopted a qualitative approach by conducting three case studies to address the research objectives. Qualitative reasoning has been extensively used in information systems research since, according to Myers (1997) , a shift of interest has been made in direction of organizational issues of information systems science. Consequently, a case study approach gives good justifications for questions of "what" (descriptive design), or "how" or "why" (explorative design) a certain phenomenon occurs, and for obtaining first-hand and in-depth understanding (Yin, 2006) . In addition, case study investigations are considered appropriate when a topic needs to be explained in detail or in relation to the context, as well as for early research stages of defining the variables of research topic by employing a holistic vision (Benbasat et al., 1987; Matthews & Ross, 2010; Myers, 1997) . Therefore, a case study design was chosen for fulfilling the objectives of this study given that its aim is to gain first-hand insights and clarify digital transformation practices in companies in a holistic manner. The adopted case study approach is well established and accepted in different information systems areas and in the related literature in general (Niehaves et al., 2014) , including digital transformation (Kohli & Johnson, 2011; Sebastian et al., 2017) , since it allows researchers to study practices and situations that are understudied and not yet completely described and comprehended, such as the topic of digital transformation.
Prior to conducting the case studies in companies, a case study protocol was made, including research objectives, data collection methods, and interview protocol with questions and prompts to ensure reliability. We followed the work of Kane and coauthors (Kane et al., 2016) and adapted it to match our research objectives, alongside the experience and knowledge of the authors related to organizational science, business process management, IT, and digital transformation, in order to convey a set of guiding questions utilized in semi-structured interviews (Appendix 1) with top-level managers. Interviews are typical source of data in case research (Myers & Newman, 2007; Sebastian et al., 2017; Vuk i et al., 2013) and were chosen as a data collection method because we wanted to obtain opinions and experiences of top-level managers on the digital transformation processes, efforts, and utilized practices in their companies. We decided not to use a completely free-form interview format because, although qualitative in nature, we wanted the results to be somewhat comparable in order to deliver more relevant results in a cross-sectional study. Hence, we opted for semi-structured interviews. The questionnaire tool option was discarded because our interest was not in the strict form and quantification of digital transformation in the case companies but, rather, we sought business practices and lessons learned in the process of digital transformation. According to Matthews and Ross (2010) , semistructured interviews are appropriate for this research objective because they enable free expression by interviewees and they yield more and specific information on the topic and explanation of occurring behaviours and practices.
We conducted three interviews in total with four Clevel executives in charge of digital transformation in their companies. Each interview lasted for about an hour and was recorded with the informant's permission. A few interviews lacking information identified as relevant for subsequent analysis were supplemented with details acquired from the interviewees at a later date. We followed coding and analysis case study protocol outlined by Voss, Tsikriktsis, and Frohlich (2002) who suggest taking a three-step approach for case study data coding and analysis: data fragmentation timreview.ca
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(open coding); cross-case analysis; rearranging data for new insights (axial coding). First, the interviews were transcribed. The transcripts were afterwards used to summarize the findings in a coding procedure using Microsoft Word and Excel. A procedure for data analysis included coding of general information found in transcripts by marking the focal parts and important information of the interview. After that, a dimension notation that most precisely describes these parts was added in the transcript. In the end, a cross-case analysis was conducted in order to extract general dimensions from the text alongside with somewhat richer explanations that were used to identify sub-dimensions. This type of coding and data analysis protocol is common for studies using interviews as a data gathering method (e.g., Buh et al., 2015; Sebastian et al., 2017) . On top of that, narratives and case-specific information were used to depict organizational practices and lessons learned from our case companies.
Case Selection
This research was conducted in three companies operating in Croatia, but which have strong ties to other markets. In addition, all of the companies had been in the market long enough to experience necessary changes from old ways of doing work to the modern requirements of the digital age, which makes them appropriate for research on digital transformation. Additionally, the country context is a relatively small European economy where awareness of the importance of digital transformation among established companies is not completely developed. Case selection therefore focused on companies that: i) have started digital transformation projects; ii) are advocates of digital transformation in the business community; and iii) have ties to other markets.
An overview of the three selected case companies is provided in Table 1 . For privacy reasons, alias names for these companies have been used in the article. Case company A is a telecommunications provider, here named Teleop, with a parent company in Western Europe that has branches in more than 50 countries and has more than 200,000 employees. Case B, here named Manufact, operates in the manufacturing sector. It has export-oriented production and is a global market player in its niche. Case C company, here named Insurer, is a regional leader in the insurance industry that has branches in 6 regional countries and has more than 2,000 employees in Croatia only.
Findings
In our analysis, distinctive orientations taken in digital transformation directions can be observed among the three case companies, especially when viewed in light of their different industries. Manufact's digital transformation efforts are focused on gaining competitive advantage through production speed, Insurer appraises operational excellence, while Teleop focuses on building digital services infrastructure developed in cooperation with partners. Nonetheless, of the sector-specific differences, general conclusions about the setup of digital transformation can be drawn. The multiple case 
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study approach has enabled us to identify seven dimensions of digital transformation -strategy, people, organization, customer, ecosystem, technology, and innovation -and their corresponding sub-dimensions, as summarized in Table 2 .
As shown in Table 2 , most of the sub-dimensions apply to more than one case, if not all three. However, due to specific requirements of work arrangements and business in diverse sectors, our in-depth content analysis of the interview transcripts revealed certain company-specific features that are described in the forthcoming narratives and are more detailed explanations of findings presented in Table 2 . In addition, narratives depicture miscellaneous practices employed by companies to foster digital transformation and accompanying organizational changes that can serve as good practice examples. Also, case practices in the following sub-sections are discussed in relation to and corroborated by findings from other existing studies on specific topics related to digital transformation.
Strategy
Sharing a common digital vision is comprehended as an important factor for the successful outcome of digital transformation endeavours in our cases. Still, every company develops its strategy according to its own needs and the stage of its digital transformation process. This diversity in defining a digital transformation strategy was also noticed in research on three companies by Hess and colleagues (2016) . In Manufact, the corporate strategy incorporates a digital vision. On the other hand, Teleop and Insurer enacted their strategies as separate strategic documents carefully aligned with corporate strategic vision. However, according to Teleop, the company no longer relies on the strategy very much nowadays. This is due to entering a more mature stage of organizational digital transformation, to cite the Teleop respondents -the "organization for the digital era", which represents the company once a digital culture is incorporated into its organizational structures. Regardless of the differences in strategic approaches, two common notions are evident: i) defining a Chief Digital Officer (CDO) role in charge of digital transformation projects and efforts and ii) strong support of the board. Even though the official CDO role has not been established yet in Manufact, the company's CEO plays a partial role of a CDO by strongly reinforcing digital projects. Other authors also streses the significance of supporting the capacity and influence of a CDO in a process of digital transformation (Horlacher & Hess, 2016; Singh & Hess, 2017) . Nevertheless, even with the top-level management vision and support, a battle for gaining resources (both human and financial) among competitive organizational projects remains, which holds repercussions for talent development, as discussed in the next subsection.
People
In order to develop a digital culture and also gain competitive advantage, organizations employ measures for acquiring employees with digital skills and encouraging a culture of knowledge-sharing in the workplace. For instance, Insurer recruited a new CDO from the telecommunications industry, which is acknowledged as a pioneering sector in digital transformation (e.g., Westerman et al., 2012; Kane et al., 2015) . With years of relevant experience, Insurer's new CDO is expected to assist with the digital transformation process after the initial enactment of the digital strategy. Other employees with digital skills are also specifically recruited. These employees can then collaborate on digital projects, inside their original teams or outside them, depending on the sort of project or matrix organizational structure in the company.
They also advocate for a culture of knowledge-sharing and help their peers selflessly. Having in mind benefits for the company and work outcome, they do it without fear of someone else taking credit for their input. In the experience of all of the case companies, these qualities seem to be inherent to the younger demographic of employees. In Manufact, younger employees adjust faster to novelties and, hence, provide internal education and transfer their knowledge to the rest of the company, especially after returning from formal education. With such a practice, a number of employees that can participate in digital solutions development increases, thereby leveraging limited human resources in times of increased project activity.
Organization
A digital transformation unit cannot operate alone, nor can a digital project be run separately from the rest of the company. Hence, digital transformation requires the inclusion of staff from other departments besides the digital transformation unit. This phenomenon was previously noticed by Teleop, who had for this reason advisedly dissolved their digital transformation unit but retained the function of a CDO. Members of the digital transformation are now intentionally distributed over the company to foster a digital spirit and assist internally in digital projects. In the words of Teleops' current CDO: "We did this allocation specifically with the aim timreview.ca Coping with constant changes that come along with a process of digital transformation can be difficult. As remarked by one of the respondents from Insurer: "We implement changes pretty fast, and just to change something isn't enough. People are overwhelmed by them and find it hard to adapt. A certain fatigue could have been detected lately." To overcome this issue, Insurer has implemented a change management process. A similar experience was reported by Manufact. They came to the conclusion that a more personal approach would be more suitable for their company. Individual employee conversations are held to communicate changes, alongside with 360-degree feedback for open evaluation of coworkers, regardless of the hierarchy. Other practices and methods from the field of organization management and operations management are also utilized, including methodologies related process management such as Business Process Management and Lean Management. These methods support digital transformation in companies from an organizational perspective, such as human resources or operational excellence.
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Customer
Quality of service provision is a more prominent consideration in Insurer and Teleop, which due to nature of their business, consider operational outcomes as a combination of customer journey design with technologies implemented to speed-up end-to-end customer-related processes. The end-to-end customer journey is a key guide in designing digital solutions. In Insurer, it is also used as a decision-support tool for process changes. Products and services are (re)designed in order to provide better customer experience, advance service quality, and create new value for the customers, all while having in mind distinctive market characteristics and being guided by customer needs. For example, even though a social network and the online omnipresence of customer support is 24/7 available to the Teleops' customers, their buyers in one market are more inclined to prefer personal contact, meaning they are more like to visit a physical customer centre. In that light, Teleop has revised its centres' opening hours. The decision-support system for altering the opening hours was enriched with information from software analyzing people density and movement data, collected from telecommunications mobile network. Analysis of network traffic data enabled the detection of busy periods and informed decisions about the centres' optimal locations and opening hours.
Due to the manufacturing economic activity of Manufact, which by nature has a limited number of customer touch/engagement points, the end-to-end journey is achieved through an online ordering system and adapting the process outcomes and key performance indicators (KPIs) to customer needs. Besides reducing the product errors, automation provided Manufact with well-needed speed in delivering project deadlines with highly time-sensitive customers. Due to this competitive advantage, Manufact closes deals by virtue of being able to deliver the product faster than the other global competitors. Another customer-related aspect of digital transformation is greater involvement of customers in business processes. In Manufact, customers start sessions in the production system through an online sales portal, whereas the clients in Insurer are entitled and encouraged to use digital channels to make damage claims on their insurance policies -a process which once required the agent to go out on a field assessment.
Ecosystem
The highest goal of digital transformation in our cases is greater inclusion of customers in company processes, often through the digital platform, which creates a business atmosphere where customers are perceived as partners. On one hand, given that the main business activity of Teleop is the provision of core telecommunication infrastructure and services, partnering in network projects for the Internet of Things (IoT) creates timreview.ca
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new market and revenue opportunities for the company and other parties willing to connect to the network. On the other hand, sharing of the available mobile network traffic data raises the overall efficiency of partners involved in the ecosystem. Indeed, the greater need for knowledge, which is driven by current digitization, fosters collaboration with partners, including business-to-business (B2B) customers, public and government organizations, or even unknown actors in a process of value co-creation (Brust et al., 2017; Hossain & Heidemann Lassen, 2017; Pellikka & Ali-Vehmas, 2016) . Also observable from our cases is a close connection with the academic community with the aim of soliciting knowledge, innovations, and human resources.
The most eminent example of academic partnering is in the Silicon Valley where a circle of IT firms and firms from other sector, startups, and the academic community evolves for new value creation (Kane et al., 2017) .
Technology
Incumbent digital technologies can be observed according to the strength of affiliation with the traditional corporate IT. Hence, we can classify digital technologies as primary (e.g., mobile, social, cloud, Big Data, and IoT and secondary or emerging (e.g., 3D printing, wearables, virtual and augmented reality, artificial intelligence, drones and robotics, and deep learning algorithms (Spremi , 2017) . As such, organizations have the option to choose from a pool of abundant modern technologies, depending on the digitization areas they are focused on. As it turns out, companies do not excel in all implementation areas (Westerman et al., 2012) , and as observable from our cases, neither do they have the urge to do so. Having its niche in manufacturing industry, Manufact focused its implementations on the production line, introducing robotic automation. Robots can observe and act in response to the observed environment, thereby minimizing the need for human involvement and reducing product errors. Insurers' digitization efforts are directed towards customer-oriented process digitization. Tablet PCs are used remotely, providing agents with access to quality information and allowing them to complete tasks even at a distance. Providing instant service in the customers' locations, mobile agents empower agility and better customer satisfaction with services.
As evident from Table 1 , all three of the companies utilize Big Data and related technologies to gain additional insights and generate new value out of data. Some of the companies have used the existing data, which has previously not been exploited, whereas other ones noticed the opportunity to collect new data to infer conclusions or offer new services. Manufact introduced production-line cameras and an image-recognition algorithm for quality control and quality assurance, whereas Insurer uses open public geographical data in combination with drones in the process of environmental damage assessment. Teleop, on the other hand, used existing network data (anonymized and generalized) to provide diverse stakeholders with information about the network traffic. Such information enables the bank to optimize the locations of automated teller machine, for instance. Or, it can help tourism offices decide where to place tourist guides and multi-language signs.
Furthermore, alongside the adoption of digital technologies, our companies stressed the need for a quality enterprise resource planning (ERP) system in the background and undertaken efforts to standardize business processes. Process digitization calls for revision and standardization of the process, in terms of workflow, but also the terminology, especially in service industries, which, as also seen in the financial sector, have a diverse portfolio of products and many communication and sales channels. Likewise, Insurer put efforts into employee education and the harmonization of process nomenclature so that a certain product would be offered under the right name to the customer and therefore would launch the correct process instance in the digital platform. In addition to that, an efficient ERP system in the background joins utilized digital technologies into one IT system and empowers information flow.
Innovation
Innovation generation is strongly encouraged by the management of our case companies. Ideas are transferred to the supervisors through diverse channels, although in Manufact it is not uncommon to approach the general director directly with ideas, thereby bypassing the chain of command. By the narrative of Manufacts' CEO: "People say that they came because they have a great idea and worry it will be lost in the hierarchy. So, they approach me, and I support that kind of behaviour." They also explained that this practice is sufficient for handling incoming innovation ideas, for the time being. Interestingly, these initiatives regularly come from younger employees. Hence, a special effort is put into employing engineers with innovative, curious, and proactive mindsets. Teleop has adopted a somewhat more formal approach for idea evaluation by timreview.ca
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constituting a special board that is convened monthly in so called "idea pitch" sessions to assess large projects proposed by employees. However, in the experience of Teleop, and other cases around the globe (Kane et al., 2016) , innovations do not have to be game-changing. They can be modest, such as Teleop starting to use Word documents along with digital signatures to digitize the administrative process of exchanging student contracts between three parties.
At Insurer, the top management team's openness to new ideas has resulted in a great and ever-increasing number of ideas that became hard to administer. They try to counteract this issue with an Innovation Committee along with an idea-management portal on the Intranet for employees to apply their ideas to the evaluation process. Insurers' CDO explains the reason behind this business move: "The volume of these ideas is enormous! Besides that, after idea submission, our employees expect first of all to get feedback, and afterwards, they expect someone to be dealing with the idea and [to know] who would, in the end, come with an implementation proposal addressing the underlying issue. Above all that, in order to keep employees content, we have to be able to repeat the process and make it sustainable. In other words, we need to have a team constantly employed on these activities."
Another common innovation management activity in companies is an annual "innovation competition" (Kane et al., 2018; Westerman et al., 2012) . According to Westerman and colleagues (2012) , competitions train employees to think of new ideas and help them identify gaps in business that could be innovated. Our case companies regularly finance these kinds of meetings, which also include external participants, or they take part in student case studies and business or technological idea competitions. Regardless of the adopted approach, evident from our research is that systematic efforts to encourage idea generation and maintenance should be undertaken in order to convey ideas to valuegenerating innovations and benefit from the company's innovation potential.
Discussion and Lessons Learned
The seven main dimensions of the digital transformation identified from our research are strategy, people, organization, customer, ecosystem, technology, and innovation (Table 2 ). The identification of these dimensions supports related works arguing that digital transformation is much more than simply employing digital technologies (Kane et al., 2015; Kohnke, 2017) .
The strategy dimension encompasses the enactment of digital strategy and other means for ensuring proper governance. Although some authors emphasize the importance of digital transformation strategy , we found that digital ambition is a more important factor for successful transformation, since the ultimate goal is to have "digital" institutionalized as an ordinary company setup. Nevertheless, for starters, digital strategy enactment can be a good start to a digital transformation process. The innovation dimension encompasses the means and resources that enable innovation generation and management, and it is connected with sub-dimensions related to organization and people dimensions, since innovation capacity is determined by human capital and can be developed through workshops and other educational methods.
Other supporting evidence of "people" as an important category in digital transformation setting can be found in the literature (Kane et al., 2015; Kane et al., 2016) . The case companies we investigated digitize processes and develop new digital services and solutions, which could not be possible without an efficient operational system in the background to ensure information flow between different digital solutions and applications. Our findings regarding the technology dimension are in good agreement with the works on the importance of the role of business-management systems in digital transformation (Asprion et al., 2018; Sebastian et al., 2017) . For instance, Sebastian and co-authors (2017) argue that there are two technology assets that serve as enablers for digital transformation: operational backbone and digital services platform. Managing changes that come with digital transformation can be overwhelming, and all of our companies agree that employing a change-management process is perhaps more important than ever in this digital age. Employees get used to specific work patterns, and changing their habits without communicating and implementing such changes properly can undermine digital efforts. Change management, HR conversations with employees, and education help employees adapt to change and contribute to a digital culture in the company.
Through the process of digitally transforming, companies discover the most suitable means for themselves as the "learn by doing". Likewise, there are differences in stages of digital transformation among companies that can be explained by digital transformation start period, as shown in Table 3 . Whereas Table 2 presents resources and practices in digital transformation, Table 3 envelops information that provides an overview of the state of digital transformation process by each case. Table 2 unfolds some priority dimensions.
Additionally, we asked our companies to select one KPI or successful project that they are mostly proud of and that was facilitated due to activities of digital transformation. The selected success indicators are in good agreement with the main goals of digital transformation and can be correlated with industry and niche particularities.
Teleop has passed through several phases of digital transformation. Currently, its digital strategy does not coexist as a separate document; rather, it is a coherent part of other strategies and a way of doing business, with emphasis placed on customer orientation. In Teleop, they consider their company to have achieved a digital organizational culture. Since telecommunication companies are in a good position of having access to geolocation, customer, and other population data, a smart reflection would be to try to finding them a new, additional purpose. There are three recommendations emerging from the Teleop case. First, always ask the users, whether those are internal users (i.e., employees) or external users (i.e., customers) if the digitized process or solution makes sense -they are the company's best consultants. Second, companies should consider maximizing the available potential for data-monetization. Finally, make most out of the CDO role. Business units know the customer, and IT units should not be burdened by endless business meetings and discussions. Rather, they should have enough time for technology implementation set out by the CDO. The CDO is both a bridge and a separator between business units and IT that ensures smooth project development and implementation.
In 2018, Insurer reported 23% growth in premiums for online insurance policies, which is consistent with efforts to enlarge its customer portfolio while providing a high-quality service standard. Growth was facilitated by related operational steps and enablers in the digital transformation project: creating a digital insurance policy, simplifying the buying procedures, increasing the number of maximum periods for paying in installments from 10 to 12, removing 3D security in credit card payments with accompanying risk assessment, analyzing daily consumer visits, and conducting behavioural analytics in the customer journey coordinated with digital marketing. As far as Insurer is concerned, a key to successful digital transformation would be to ensure continuously high service quality for external customers (i.e., buyers) and employ change management so that internal customers (i.e., employees) are satisfied and efficient.
Being an export-oriented manufacturing company, Manufact seeks to create a completely automated production process including integration at the level of supply chain integration with partners. Although in the beginnings of formal digital transformation, Manufact already benefits from the digitization and innovation capacity of their employees. They are experiencing yearly growth of 20% in the export products segment. Robotic automation that uses sensors and Big Data in the production lines has enabled greater product quality in comparison to competitors, greater efficiency, and greater production capacity. Big foreign buyers considered these features as indicators of security and trust because they show that the company is ready to tackle the current market challenges (e.g., short timelines from order to delivery) that, in the end, lead to increased exports. According to Manufact, the main lessons learned in digital transformation relate to innovation capacity and generation: companies should not forget to ally with universities, and they should employ the best engineers that are willing to make a difference for the company.
Conclusion
Organizations struggle to employ effective combinations of best practices and available resources to make the most out of digital transformation, and the topic is still developing in academia. We tried to address this gap by performing a qualitative holistic investigation on digital transformation in three companies (Research Objective 1). Besides technologies adoption, we discovered that important co-factors of digital transformation are: i) the overall organizational setup supporting a digital culture and related changes ii) and operational process excellence with efficient integral information systems in the background. Special consideration in digital transformation needs to be made regarding change management, innovation management, and talent development. In the end, a digital mindset and digital skills have the potential of being an essential mediating capability in determining the success of digital transformation endeavours.
Inferring from the cross-sectional first-hand insights of our research, this article provided a systematic analysis of digital transformation in companies through univer-timreview.ca
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sal digital transformation resources and practices that are presented in a form of digital transformation dimensions and sub-dimensions (Research Objective 2). Taken together, the case companies addressed all of the identified dimensions, but we showed that certain dimensions can be prioritized depending on the main goals of digital transformation. In addition, particular focal areas, activities, and lessons learned related to certain company and sector are explained in the narratives.
Although this research contributes to the body of knowledge on digital transformation, the limitations of qualitative research need to be considered, such as the limited number of companies that originated from the same country. Nevertheless, we tried to counteract this limitation by selecting a diversified cross-sectional portfolio of distinguished companies, and hence, we believe that it is valid to generalize the findings. Future research attempts could evaluate our postulates in additional case studies or through a quantitative survey design.
We believe that a holistic investigation of the topic enriched with first-hand qualitative data provides many possibilities for further dissemination of the presented findings. The synthesis of our findings in the form of digital transformation framing with (sub)dimensions can be further utilized in digital transformation models and to construct hypotheses. Moreover, specific framing components reveal research topics that can be more thoroughly investigated in future studies.
Practitioners can benefit from business-related revelations presented in this article. Digital transformation framing alongside the recommendations from our case companies can be used to guide strategy. We encourage them to use our digital transformation framing and best practice examples to establish a well-defined digital transformation setting. As far as our own future research on the topic is concerned, we plan to continue investigating the digital transformation process in organizations and its underlying aspects in order to contribute to an ontology, as well as to provide the practitioner community with insights to guide the hands-on operation of their businesses.
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